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This article summarizes what we know about marketplaces in the United States, relates that knowledge to a research agenda on
the subject, and makes suggestions for planning practice. This review accomplishes these three goals beginning with a historical
review of marketplaces, focused mostly on the United States. The research literature on marketplaces is reviewed from political,
economic, social, and health perspectives with suggestions for further basic and applied research. In short, the article shows
how marketplaces were once tools of nascent planning and public policy, describes the reasons they should be again, and
shows how planners and policy makers can advance public purposes through markets.
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Marketplaces, locations where vendors gather periodically to
sell merchandise, indoors or out, have been central to historical
political, economic, and social revolution in the United States
and remain central to the political, economic, and social pros-
pects for people and places across the nation. Vibrant “third
places™ attractive to “creative” classes have been the subject
of novelists, photographers, poets, and musicians. Yet, markets
have been castigated for corruption and sheltering illegal activ-
ities. Today, they are popular because of their role in food sys-
tems, placemaking, and community economic development
(Morales, Balkin, and Persky 1995; Morales 2009a). Market-
places of various types—public markets, farmers’ markets, and
the like—are at a crossroads; in them purposes, old and emer-
gent, are rediscovered and realized.

Local policy makers recognize the potential opportunities
markets present but may have little experience with them or
consider them marginal uses (that could be embraced, Fainstein
2005, 16). Marketplaces manifest people’s purposes and per-
ceptions. Ostensibly, they are periodic and place-based events
hosting small businesses and consumers. But if we focus only
on the economic we miss political, social, and health-related
purposes. Though attractive for these policy purposes, their
spontaneous feel, and the sense of small scale they provide,
we should recognize that markets are not natural; though no
more spontaneous than a political candidacy, they can be as
inspiring; since even seemingly unregulated markets have
social scaffolding academic research has revealed.

Our Academic Understanding of Markets
Historical Context, Definitions, and Differentiation

No less a scholar than Ferdinand Braudel (1979) attributed a
central role to markets in early modern Europe. Mumford

(1961) did as well in his history of cities, debating the French
historian Pirenne (1925) about whether the market or the city
was more important to reestablishing trade in medieval Europe.
Spufford (2002) reconciles these positions by discussing inter-
city trade and improvements in infrastructure, including mar-
kets. These writers underscore markets’ role in economic
history while emphasizing how law served to create markets
and how marketplaces integrated distinct ethno-cultural
groups. In the U.S. books were written about markets (Sullivan
1913; Goodwin 1929) and their role in feeding cities (Hedden
1929)," and government reports described their impact (Chi-
cago Municipal Markets Commission 1914).> Contemporary
research includes histories by Spitzer and Baum (1995) and
Tangires (2003) and their importance to immigrants is well
documented (Deutsch 1904; Eastwood 1991; Eshel and Schatz
2004), as is how their history informed commercial redevelop-
ment in the 1960s (Sweet 1961), their importance in food secu-
rity (Donofrio 2007; Baics 2009), and in employment (Morales
2000).

By the early twentieth century, cities created nascent city
planning bodies to establish markets that would tackle social,
economic, and food regulation problems, even while retail
stores were becoming increasingly common (Morales 2000;
Donofrio 2007). For instance, Chicago formally established its
Maxwell Street Market in June of 1912, the same year Wal-
greens first opened its doors in Chicago. The city established
a Municipal Markets Commission, the composition of which
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clearly anticipates contemporary planning bodies. It was
composed of three City Council members, three representatives
of social settlements, one representative of the Chicago Asso-
ciation of Commerce, one representative of the City Club of
Chicago, one representative of the Women’s “City Club,” and
one transportation engineer. Through this body’s research, the
city discovered the market’s usefulness in ameliorating unem-
ployment, extending low-cost food to underserved areas, and
socializing new immigrants (Morales 2000). In evaluating the
market, the Commission found that

1. Maxwell Street Market can be maintained without interfer-
ence with the ordinary business and traffic of certain
streets.

2. The experience of other large cities, both at home and
abroad, has shown that indoor, outdoor, and street markets
add greatly to the convenience and health of the people
residing in large districts.

Finally, the evaluation noted that gathering large numbers of
dealers within a circumscribed area

3. ... makes inspection and enforcement of ordinances
related to cleanliness and health more practicable
(City Council Reports 1912, 2326).

Clearly, marketplaces have a long history in integrating com-
munities, economically and across ethnicity, while enhancing
the health of marginalized populations.

By the middle of the twentieth century, markets took second
place, if that, to the burgeoning grocery store industry (Pyle
1961; Mayo 1993). However, they remained a part of the land-
scape and became important again at the close of the twentieth
century into the twenty-first century (Hamilton 2002). Over the
last thirty years, cities have been rediscovering, revitalizing,
and reconstituting their public markets through public/private
partnerships. An example of this historical ebb and flow is the
farmers’ market created in Ann Arbor, Michigan, in 1921. The
City moved it in 1940 to a space designed and constructed by
the Works Progress Administration. By the 1950s, the market
languished in the shadows of grocery stores and malls. How-
ever, it was a critical element of the Kerrytown redevelopment
effort in the 1970s. Despite popular support, the City ignored
the market and it dwindled in the 1980s. In the middle 1990s,
the city recognized a need to integrate the market into various
city plans. Thus, a farmers’ market commission was created in
1998 to advise the city on the market from all perspectives. In
1999, the city decided, based on commission advice, to take an
active role in market management and gave the Department of
Parks and Recreation jurisdiction. The market has enjoyed
great popularity, become the fulcrum for mixed-use develop-
ment, and influences other land use planning. This example
briefly illustrates how marketplace governance has responded
to changing economic considerations, to citizen hopes and
demands for local products and business opportunities, and to
prospects for economic development and regional economic

policy. Today, people are reinventing markets for many
purposes, but before we examine those purposes, some defini-
tional questions demand our attention.

Defining Marketplaces®

Consider the different names, functions, governance, and set-
tings for marketplaces. Common names include public mar-
kets, municipal markets, farmers’ markets, street markets,
flea markets, craft markets, and swap meets. Among the func-
tions performed are sales, promoting tourism, encouraging
business formation, socializing and integrating the youth or the
immigrant, and enlivening places. Typical governance is by
public, private, and public/private partnerships that might
involve hiring staff or engaging merchants in management.
Settings include the public right-of-way, indoors in a variety
of buildings, outdoors in parks, parking lots, or covered sheds,
and elements of these integrated into market districts. This vari-
ety of names, functions, governance, and settings provides con-
siderable opportunities for policy practice.

Regardless of their name, organization, or location, one
thing is eminently clear: marketplaces promote multiple
uses—social, political, and economic. Five elements intersect
in identifying a marketplace: buyers, sellers, merchandise, a
place, and, especially, a recurrent time or periodicity—the last
of which distinguishes marketplaces from itinerant vendors or
from trade shows or fairs held semiannually, annually, or even
biannually.* Using this functional definition, we can distin-
guish between different types of merchants, merchandise, or
governance strategies and combinations of these serve to sup-
port economic, social, political, or other purposes.” Academic
research on markets is extensive and a boon to planners and
policy makers using markets to achieve public goals.

Academic Considerations for Planners

Marketplaces are multifaceted. Like parks or other multifunc-
tional facilities, markets serve many purposes appropriate to
their context and participants, but like parks, they can also be
fungible and responsive to emergent purposes. Research on
marketplaces can be separated by discipline, but doing so belies
the interconnections between the various activities producing
and evolving from markets. For instance, a private insurer, Kai-
ser Permanente, organizes farmers’ markets at its facilities
where farmers can sell produce. At the same time, Kaiser Per-
manente personnel can promote healthy habits of exercise,
cooking, and eating, and the effects on obesity and other health
outcomes can be measured in the clinic. But this public health
purpose, though it motivates the market, is an incomplete sum-
mary of the market’s benefits, since other benefits—enhanced
psychological well-being from interaction, income for vendors,
and organizational capacity accruing to vendors and the clinic
or hospital, and so on—may not be measured. Thus, we need to
understand and then integrate disciplinary knowledge about
marketplaces to harness them to our purposes.
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Disciplinary Knowledge of Marketplaces

Markets have long been the subject of scholars working in less
developed countries. This effort summarizes what we know
about markets in the United States. The disciplinary knowledge
is condensed into four topical sections—political, social, eco-
nomic, and health. Following the four sections is the article’s
third part describing a research agenda and an integrative plan-
ning approach to implementing markets.

Political Considerations Associated with Markets

In this context, “political” implies no reference to arguments for
how marketplaces or other public services should be provided.
That debate is ongoing (Savas 1987; Sclar 2000), and being fun-
gible, markets are not tied to one or another position. Here, plan-
ners, as representatives of state regulation and civil society,
should be aware that marketplaces offer diverse entrées to
advance the agendas planners support. Markets benefit our polit-
ical and public life by expanding people’s experience of each
other across race, ethnicity, or gender and by providing new
venues and opportunities for program and organizational partic-
ipation. Paraphrasing Jacobs (1961, 72), market interaction,
lowly and random, is the small currency from which the wealth
of public life grows. Consider the “public” component implies
government, laws, ordinances, and the costs of enforcement as
well as represents civil society in all its diversity and how they
all combine in different ways to order social life. The “life”
component implies process and interaction, often unpredictable
and generative of new ideas, time both joyfully wasted and pur-
posefully mastered. Our examination includes four sections,
each distinctly manifesting “public” and “life.”

Safe and vibrant places. Research indicates that markets
often give rise to safe and vibrant public spaces. Surveys and
ethnographic research from over three decades reveal that vis-
itors enjoy the shopping and social interaction found in markets
(Maisel 1974; Belk, Sherry, and Wallendorf 1988; Sherry
1990a; Morales 1993; Project for Public Spaces 2002; Alkon
2007). Generally speaking, markets contribute to public safety
by adding dimension to how a place is used, thus increasing
interaction between people, and so improving community rela-
tions. These perceptions come about via increasing and varying
the “eyes on the street” and fostering “public responsibility.”
In other words, markets can ‘“catalyz[e] and nourish [the]
close-grained working relationships” among diverse uses that
give each other “constant mutual support” (Jacobs 1961, 14).
The physical design of a place or market can also contribute
to public safety (Zahm 2007), but the presence of activity on
the street (Whyte 1988; Duneier 1999; Sampson 2001) is well
known for enhancing public safety. In short, markets begin to
remake the image of places as welcoming and safe, thereby
reducing the need for policing.

Market governance®. Different constitutional and organiza-
tional choices, distinct regulatory frameworks, and varying

degrees of enforcement all influence the roles markets play for
merchants and for the public. The role structure influences eco-
nomic costs to the city or enabling body. In the 1960s and
1970s, middle-class consumers created farmers’ markets
(Friedlander 1976; see more recently Brown and Miller
2008). More recently, markets are being reconstructed by pub-
lic/private partnerships to repurpose a building, revitalize a
neighborhood, or enhance the feel of a place (Fisher 1999; Tie-
mann 2008; Project for Public Spaces 2002).

Discussions of market organization in the United States
include Eckstein and Plattner (1978); Belk, Sherry, and Wal-
lendorf (1988); Morales (1993); and ongoing discussion on
the Farmers’ Market Coalition Listserv. Basically we know
that like other organizational settings, an existing market
combines explicit rules found constituting documents and/or
city codes and the like and the tacit knowledge of merchants
and others. Clearly, over time, market governance will
change. Take, for instance, Chicago’s Maxwell Street Market
discussed above. Until 1912, it was not formally recognized;
merchants milled about west-side neighborhoods or situated
their pushcarts at particular places waiting for customers.
After recognition and regulation, the market management
became authoritarian and corrupt. In the 1970s, the city
replaced the management structure with a simple permit
scheme and merchants self-regulated their access to vending
space (Morales 2010). Finally, in the early 1990s, the city
replaced self-regulation with a private management firm that
reduced vendors’ participation drastically and increasing the
costs associated with maintaining the market (Morales
1993, 2006; Brookstein 2001). Constitutional and organiza-
tional choices structure merchants’ behavior toward each
other, consumers, and government. Good governance enables
markets to embrace new goals and practices, responsive to
opportunities and problems.

Forging civil society. Ellin (2006, 103) asks how cities can
enable a citizenry that demands, for instance, a market. Cer-
tainly, planners can foster public development of markets as
opportunities for more inclusive and participatory civil society
in public places, giving citizens control over public services—
an idea proposed by Arnstein (1969). By promoting markets on
federal property, the federal government is, indeed, providing
the space to realize different public goals.” Markets often privi-
lege local, fair trade, organic, handmade, or other particular
products. Shopping at a market promotes awareness and even
transformative attitudes among shoppers, who, through con-
nections to merchants and markets, see themselves not simply
or only as rational or hedonistic consumers but also as actively
concerned with their personal health, their neighborhood, and
their community (Spitzer and Baum 1995; Project for Public
Spaces 2002, 2003; Alkon 2007; Rosenkrantz 2009). Relation
building “heads-up” consumption (Sommer, Herrick, and
Sommer 1981; Fulford 2005) makes for interaction and levels
social distinctions, hence integrating populations across race,
ethnicity, class, or lifestyle (Project for Public Spaces 2002).

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Journal of Planning Literature 26(1)

Regional impacts. Markets are part of regulatory remedies to
forge, improve, or stabilize regional food systems (Project for
Public Spaces 2003; Hardesty 2008) contingent on their rules
and connections to the rural economy. Research (Spitzer and
Baum 1995; ICMA 2006) reveals connections between markets
and regional land uses. For instance, the City of Ann Arbor
reframed its languishing farmers’ market, invested in it, and
began playing a greater role in market operations by hiring a
market master and sponsoring an advisory board. The advisory
board convinced the city that a vibrant market included protect-
ing the region’s farmland, and so, in 2003, the city implemen-
ted a thirty-year tax increase to fund the purchase of farmland
through the “purchase of development rights” (PDR). In 2004,
the city formed a commission to advise about purchasing farm-
land. This kind of visionary policy affects the economic viabi-
lity of farmers and markets by protecting farmland and helping
to keep farming affordable. Markets are long-term investments,
not just in particular neighborhoods but in the regional food
system they help establish. Thus, as McGrath, Sherry, and
Heisley (1993) advocate in their work on a farmers’ market,
policy makers should promote ecologically significant biore-
gions or foodsheds to connect markets self-consciously to other
parts of the food system and the larger economy.

Economic Considerations

Markets can be exciting and historic cultural amenities.
Besides becoming tourist destinations, markets can serve as
cultural inspirations. Chicago’s Maxwell Street Market is cele-
brated around the world for being the home of blues music. The
goodwill or intangible value attached to such associations can
be significant but goes unmeasured. Or a market’s reputation
clearly affects its business potential. Multi-method research has
discerned economic and noneconomic benefits of markets and
merchants (Morales, Balkin, and Persky 1995), and economic
impact assessments describe the immediate and tangible as
well as the distant and diaphanous effect of markets on the
economy (Otto and Varner 2005; Econsult 2007; Bubinas
2009). Five categories of economic considerations follow.
Each relies on a sociopolitical scaffolding, layering meaning
and providing structure and multiple purposes to the economic
activity.

Marketing, sales, and income. Markets throb with activity,
moving to the beat of many drummers in a polyrhythm unique
to each market, each city, and even each day. Maisel (1974) is
among the first of contemporary authors to celebrate markets
as “action scene,” and many authors in business schools have
conducted excellent research on the retail marketing aspects
of markets (Plattner 1984; Sherry 1987; Miller 1988; Sherry
1988; Belk, Sherry, and Wallendorf 1988; Belk, Wallendorf,
and Sherry 1989; Sherry 1990a, 1990b; McCrohan, Smith, and
Adams 1991; McGrath, Sherry, and Heisley 1993), identifying
marketplaces as significant sources of retail trade. These authors
have discovered that beneath a market’s exciting complexity lies
an interwoven framework of relationships cutting across

business and social life, supporting economic transactions, and
providing merchants and customers with working rules for par-
ticipating at the market and relationships they use to learn about
the activity (Spitzer and Baum 1995; Morales 2009a, 2009b).
By all estimations, the sales in markets are increasing rap-
idly. Estimates of sales are more common for farmers’ markets
(Project for Public Spaces 2003; Brown 2002) but are ongoing
in flea market research also (Sherman, McCrohan, and Smith
1985; Rosenkrantz 2009). Survey research shows an increase
in sales at farmers’ markets from about $500 million in 1997
to $1.2 billion in 2007 (Payne 2002; USDA 2006). Recently,
local food purchases from farmers and at farmers’ markets are
drawing attention as a component of consumer spending (Thil-
many, Bond, and Bond 2008; Guptil and Wilkins 2002). Mor-
ales’ (1993) ethnographic research produced reliable estimates
of merchants’ earned income, and numerous reports indicate
that the incomes earned by merchants are considerable and
important to their livelihoods (Morales, Balkin, and Persky
1995; Project for Public Spaces 2003; Rosenkrantz 2009).
Furthermore, other survey research indicates that many ven-
dors are satisfied with their income (Govindasamy et al. 2003).

Business formation. Markets provide merchants with income
and employment, and although these financial assets are insuf-
ficiently documented, research indicates their importance to
vendors (Balkin 1989; Morales 1993, 1998; Project for Public
Spaces 2003). We know that barriers to becoming a merchant
are typically low, which facilitates business creation, in turn
permitting people to develop skills incrementally and provid-
ing time to form capital for expansion or to invest in other eco-
nomic opportunities (Eckstein and Plattner 1978; Balkin 1989;
Sherry 1990b; Morales 2006). Both men and women create
businesses, but they do so in different ways, responding to
unequal circumstances. Merchants develop relationships and
networks as well as various skills (from money management
to customer service) and knowledge that they can transfer to
forming storefront businesses or to improving the quality of
their social and economic decision making (Morales 2006,
2009a, 2009b). Inter- and intragenerational economic mobility
is made possible at markets (Spitzer and Baum 1995; Eshel and
Schatz 2004; Project for Public Spaces 2003; Morales 2009a,
2009b).

For some merchants, vending is a full-time occupation, but
for others, it is important part-time income (Morales 1993;
Spitzer and Baum 1995; Project for Public Spaces 2003). North
American Industry Classification System (NAICS) categories
indicate relatively few people are employed in non-store retail
(category 454390).® However, this aggregate category fails to
comprehend the relative importance such self-employment
may have to particular demographic groups or localities or
stages of business formation. Markets create small business and
employment opportunities for farmers, vendors, and suppliers
(Spitzer and Baum 1995; Project for Public Spaces 2002; Pol-
icyLink 2008), and for relatively unskilled or undercapitalized
individuals (Balkin 1989; Morales, Balkin, and Persky 1995;
Cross and Morales 2007; Morales 2009a, 2009b).
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Business organization and expansion. The merchant’s internal
business organization can be divided into three parts associated
with merchandise acquisition, human resource questions, and
operations. Vendors and storefront businesses experience sim-
ilar product life cycle considerations, including establishing
viable supply chains and lateral cycling (Prus 1984, 1986;
Sherry 1990b; Morales 1993, 1997). Many market vendors
remain content with and never expand beyond selling at mar-
kets (Tiemann 2004). Though, human resource matters, such
as employee benefits, and operations decisions may seem for-
eign to marketplace merchants; Morales (1993) has shown suc-
cessful merchants are sensitive to such issues.

Recent research examines business outcomes associated
with markets. We have learned a number of lessons from failed
farmers’ markets (Stephenson, Lev, and Brewer 2008). Feen-
stra and colleagues (2003) investigated business outcomes and
enterprise size in farmers’ markets in New York, Iowa, and
California. They found that most vendors are small scale and
sell part-time from small farms or recreational gardens. But his-
torical and contemporary research indicates that some mer-
chants grow to become relatively large-scale storefront
business. As businesses grow, they prepare for expansion by
taking on more of the accounting and other administrative trap-
pings of storefront business (Hinrichs et al. 2004).

Integration with the larger business environment. Markets have
a synergistic effect on local businesses. Though conflict can
arise between street vendor and storefront (Kettles 2007), the
inevitable “spillover” from the marketplace stimulates sales
at neighboring businesses (Spitzer and Baum 1995; Project for
Public Spaces 2003; Otto and Varner 2005; Bubinas 2009). For
this reason, big businesses are increasingly making an effort to
partner with markets. Many large retail activities are also
allowing farmers’ markets to set up in their parking lots and
even inside their stores (Burros 2008). An example of these
interconnections includes an entire class of restaurants buying
from local markets and growers and changing their menus to
reflect seasonal changes in produce. Thus, because merchants
adapt swiftly to changing conditions and because markets are
fungible and adaptable, cities and community organizations
can utilize different kinds of markets and different ways of
organizing markets to complement their economic develop-
ment strategies (Berk and Associates 2004). Additionally, ven-
dors often use professional services and connect to other
business activities, thus vending bridges to other employment
opportunities, including wage labor and entrepreneurship
(Raijman 2001). Clearly, markets can function as a hub of
spokes, anchoring and serving store/restaurant-based activities.
Markets can repurpose buildings and public spaces. They boost
tourism, furthering a typical economic goal of many commu-
nities (Berk and Associates 2004; Project for Public Spaces
2002).” Markets can play in diversifying business activity and
creating multiuse and multi-scaled economic environments.

Other economic questions. Income earned from vending might
not be completely reported for a variety of reasons (Morales

1998)."° Developers who utilize historical preservation tax
credits often revitalize markets, and sometimes cities subsidizes
market operations (Wojno 1991). However, according to the
United States Department of Agriculture (USDA), about
80 percent of farmers’ markets are self-sustaining, meaning man-
aged solely from fees charged to merchants. The other 20 percent
of farmers’ markets use grants or other sources of funding to
manage operations (USDA 2008). City-organized markets often
charge vending fees to offset the costs of market management.
Merchants reduce the costs associated with management by
self-organizing some aspects of markets. Markets are not only a
link in an international (or local) merchandise supply chain;
besides providing a low-cost sales outlet for local and regional
products (Diamond, Barham, and Tropp 2009), they are also places
that inspire or host a variety of other creative activities and uses.

Sociological Issues of Markets

Markets are tools for integrating activities, people, and spaces.
Historically, they encourage acceptance of the stranger and
immigrant into society (Simmel 1950; Reiss 1964), and con-
temporary research expands these concerns into public space
(Balkin and Mier 2001), the sacred and the profane (Belk, Wal-
lendorf, and Sherry 1989; Sherry 1990a), risk taking (Morales
1997), the quality of the work environment (Govindasamy et al.
2003), and most every other human concern. Markets are lim-
inal places where social rules or expectations are suspended or
replaced in favor of a variety of experiences inclusive of trade
but also where identities are explored and noneconomic agen-
das are promoted. In this environment, expectations, relation-
ships, and roles are negotiated and recreated.

“Third place” is the term coined by Oldenburg (1989) to
capture the variety of places where community is practiced in
spontaneous interaction. Markets are increasingly being
described as sites of informal association in that they bring
together disparate groups, exposing them to distinct interac-
tions, renewing community spirit, and reconstituting public
spaces by producing fluid places that promote interaction, level
social hierarchies, and encourage experimentation (Sherry
1990a; Chase, Crawford, and Kaliski 1999; Project for Public
Spaces 2002; Watson 2009). Further, we can expect markets
to develop their own personality (Baber and Frongillo 2003;
Tiemann 2008).

Gender roles in markets provide fascinating studies useful
for expanding the pool of entreprencurial talent. Recently, Wat-
son (2009) describes the variety of recreational and shopping
purposes women have for markets in Britain. Various reports
describe women as consumers (Moon 2006, Lee et al. 2008).
In the United States, women are not often described as mer-
chants (Belk, Sherry, and Wallendorf 1988, 461). Recently,
survey research in Los Angeles, however, finds women and
men equally represented as vendors in area markets (Rosenk-
rantz 2009), but we know little about how they became mer-
chants or the outcomes associated with vending. The clearest
examples of how women become vendors are found in Morales
(2009a, 2009b). That research indicates that occasionally
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women merchants practice a variety of gender roles, from
stereotyped and marginalized practitioners to proactive and
strategic negotiators of economic opportunity.

Ethnicity and immigration status remain salient features of
marketplaces, but the conditions of that participation surface
in different ways at different markets (see, for instance, Alkon
2007, Alkon and McCullen 2010). Ethnicity suffuses market-
places, making them attractive to co-ethnics and others alike.
As found by Eckstein and Plattner (1978) and Alkon (2007),
race or ethnicity are not so determinative of initiating street
businesses as are economic history and socioeconomic circum-
stances of the place and the potential vendors. Thus, no one
should be surprised that members of any local ethnic groups
will have representatives selling at a market. It is, however,
important for planners to recognize two things—first, that mar-
kets are a social opportunity that can bridge ethnic groups and,
second, that flexible governance structures can accommodate
ethnic variation in household/business organization.

Health and Food Connections with Marketplaces

Clearly, markets are attractive opportunities to develop local
flavor and a distinct taste of place. But markets, especially in
the form of prepared food or farmers’ markets, are also useful
vehicles for individual and public health (Ashman et al. 1993;
Treuhaft and Karpyn 2010). Even as vendors are rightfully cas-
tigated for providing unhealthy food choices (Goetz and Wol-
stein 2007; but see Morales and Kettles 2009b), many other
authors describe the general potential of markets and vendors
to provide safe and healthy food (Morales and Kettles
2009b). Some market/vendor initiatives have been developed
by the private sector, notably Kaiser Permanente, but many
come from the public sector, for instance programs developed
by the USDA Agriculture Marketing Service. Planners can
address food-related inequalities by helping establish markets
as cities did until the early twentieth century.

A century ago, nascent planning bodies developed terminal
and public markets to help wrest regional food systems into
being;11 today, health, environment, and economic develop-
ment planners can help correct some of the egregious failures
of the global food system by focusing again on local and
regional food systems.'? “Food deserts” (Eisenhauer 2001;
Wrigley, Guy, and Lowe 2002; USDA 2008) result in part from
the market-driven decisions of major corporations and in part
from the supply-chain economics of small business. Regional
chains fled inner cities in the 1960s and 1970s. Inner-city
supermarkets frequently have higher prices and a smaller selec-
tion of fresh, nutritious foods than do stores in wealthier neigh-
borhoods (Sloane 2004). The reemergence of farmers’ markets
is tied to the middle class and often to suburban environments
and interests in healthy food, but cities are redeveloping ordi-
nances promoting markets and connecting them to health goals
(Morales and Kettles 2009b).

Markets are great resources for community health through
creating more sustainable, environmentally friendly living
spaces. Food policy advocates (for instance the Robert Woods

Johnson Foundation; The Food Trust; and The Project for
Public Space) are making farmers and other markets part of
multi-pronged strategies (inclusive of supermarkets and corner
stores) for improving urban health and food equity (Flournoy
and Treuhaft 2005; Treuhaft and Karpyn 2010). Demand from
farmers’ market merchants and support from the federal gov-
ernment has increased the use of electronic benefit transfer
machines, allowing consumers to spend federal food program
benefits at markets.'* Markets are a conduit for health and
nutritional information, services, and products. Several markets
have incorporated health services and nutritional education
such as health screenings, immunizations, and cooking classes
that would otherwise never reach community members.'* Mar-
kets, especially farmers’ markets, are among the popular tools
for supporting public health (Robert Wood Johnson Foundation
2008; Lee et al. 2008) because they make healthy food readily
available, thus treating obesity and reinforcing the idea of good
nutrition. In short, markets can increase physical activity,
social health, and emotional well-being (Health Care Without
Harm 2007; Project for Public Spaces 2002; Moon 2006; Fried
2005)."

Finally, emerging research exists on markets’ environmen-
tal health and ecological impact. Bentley and Barker (2005)
report research comparing the food miles and greenhouse gases
produced transporting food to Toronto’s Dufferin Mall No
Frills Supermarket and the Dufferin Grove farmers’ market.
Significant differences were found: about six times more
greenhouse gases were produced moving the food to the super-
market than to the farmers’ market. This report did not discuss
the amount of greenhouse gases associated with producing the
foods but should comparative research generate similar results,
then clearly markets represent a novel means for reducing
greenhouse gases. In short, environment planners should real-
ize that the health impacts of marketplaces extend far beyond
individuals’ health.

This disciplinary review has uncovered many points of entry
to marketplaces; the planning opportunities integrate political/
legal/regulatory, economic, social, and health potentials of
planning markets (Plattner 1989). These many points of entry
offer opportunities for practice but also for research. Though
marketplaces are among the oldest, even the most obvious of
entities, we have much to learn about them. The next section
develops a research agenda for scholars interested in the topic.

A Research Agenda for Marketplaces

This is an exciting moment for scholarship on marketplaces
because markets bridge plans and policies and, at the same
time, are policy tools that integrate both basic and applied
research across many academic disciplines and planning sub-
disciplines. Generally, research should explore how economic
practices are embedded in social organization, given form by
that organization, and practiced according to social and eco-
nomic goals and purposes. These many perspectives and pur-
poses imply that no single metric can capture the market
experience; in fact, much of what is accomplished in markets

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Morales

cannot be captured by quantitatively and requires qualitative
research. Ragland and Tropp (2009), Tropp (2008), and Tropp
and Barham (2008) present some research questions for farm-
ers’ markets; however, the agenda that follows is more compre-
hensive, beginning with historical considerations and
concluding with health.

The recent history of sidewalks (Loukaitou-Sideris and
Ehrenfeucht 2009) indicates the scholarly potential for further
historical research on markets and vendors. Some obvious
opportunities include comparative work on the diffusion and
location of markets in the United States and comparisons of
historical regulation and uses of markets as well as social his-
tory associated with markets. Scholars would do well to emu-
late for the United States the work done by Braudel on
markets and their location and dispersal in England (1979,
25-80). We need historical work on how markets emerge in dif-
ferent institutional environments, with respect to distinct cul-
tural traditions, and in different spatial contexts.

In terms of political or constitutional considerations, we
cannot assume that all marketplaces work the same way.
Regarding governance, a market may appear disorganized, but
underlying the seeming chaos are multiple sources of struc-
ture.'* On the face of it, there are three types of governance
or ways to constitute a market—private, public, and hybrid.
None of the three is well understood nor have we a good picture
of the roles they play in producing policy-relevant benefits.
Consider the private marketplaces found around the country:
outdoors they are repurposing racetracks and other venues or
indoors repurposing vacated big box stores. How are these mar-
kets organized? What goals and missions do they have? What
local purposes are these missions tied to and how? How do
merchants discover these venues or how are they recruited?
The same questions can be asked about publicly organized
markets and marketplaces organized by hybrid combinations
of public and private. Basic research on these questions would
reveal the ways markets are constituted; applied research
would inform policy makers and others about how to create
markets and options for governance. Another research question
is how markets serve political ends, of organizations, and of
persons interested in expressing their views. Observational,
survey, and interview research can help us understand who uses
markets for political purposes, why they do so, and to what
effect.

Governance is likely related to economic, social, and legal
questions. How, for instance, is governance related to the types
and degree of benefits, jobs for instance, created in a market? Is
governance related to the types and degree of costs associated
with a market? Though the jobs created at privately organized
flea markets are potentially as valuable as those produced in a
public market or in other private or public organizations, we
should expect that the costs and benefits may be distributed dif-
ferently in self-organized, public, or private markets. Thus,
though any market might be serving the public interest, we
need to learn the mechanisms and processes that produce ben-
efits and how to refine those mechanisms and processes to opti-
mize the flow of benefits. We should expect the degree to

which the public interest is served would vary significantly
depending on governance and structure. For example, a farm-
ers’ market can allow all foods or just locally grown food, with
differences in community economic development and jobs.
Finally, two food-specific questions: first, how do producers/
merchants in markets manage interstate commerce? More than
fifty million people live within twenty-five miles of a state line,
so the merchants/markets in these areas demand our attention.
Second, we need basic and applied research that locates mar-
kets in food systems and advocates for both. Such research
relies on assessing and changing various land use ordinances,
investigating the potential for regional allies, and bringing
those allies into relationship with each other.

Certainly marketplaces, like most any economic activity,
can run afoul of law and regulation, and we need to know more
about the problems markets produce and discern opportunities
to transform problems into challenges and even benefits for
vendors, consumers, markets, and jurisdictions (Austin 1994;
Jacobson 1994; Morales 1998). This will require experimenta-
tion with law and evaluation of those experiments in licensing,
taxation, and other legal regulations. At the same time, we need
to ask how markets contribute to safe and vibrant places, fol-
lowing through on ongoing work on environmental design
(Zahm 2007) and public spaces generally (Nemeth and
Schmidt 2007). Work on markets would investigate safety in
and around them and how social and physical design enhances
that safety. These questions also address the larger debate on
public space—debates planners engage in with great interest
(Bannerjee 2001; Schaller and Modan 2005).

Economic research is central to understanding markets.
Measurement is at the core of economic activity. Indeed, every
seven seconds, the New York Stock exchange ticker provides a
barometer of the economy. Street sales are mostly considered
part of the “‘underground” economy. Our aggregate estimates
of such activities are substantial (8 percent of U.S. gross
domestic product [GDP]) and have been stable over twenty
years (Smith 1987; Pozo 1996; Bajada and Schneider 2005).
But little is known about the contribution of street vending to
the underground economy; estimates are needed. Economic
statistics should comprehend the reemergence of this important
activity. Until 1940, “peddler” was a census occupation
category. Perhaps, it should be so again. We should certainly
investigate the work conditions of the men and women
employed in this category and develop a comparative sense
of work conditions by gender and age across the range of
employment activities. Multi-method research should investi-
gate the employment practices of market businesses and
especially the influence of employment on the children of own-
ers or child employees of these businesses (Estrada-Loy and
Hondagnue-Sotelo 2011). Further research should specify
opportunities for community or neighborhood redevelopment.
Reintegrating merchants and markets into national statistical
measures would facilitate such research.

Not every merchant seeks intergenerational mobility;
preexisting habits can constrain such investments and subse-
quent mobility (Morales 2009b). Nonetheless, some vendors
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transform income into investment in families, homes, or
businesses. We need systematic comparative and longitudinal
investigations to discover the range of skills merchants develop,
how those relate to intra- and intergenerational mobility, and the
trade-offs between investments in human capital and uncom-
pensated/undercompensated family labor required for vending.
In this research, we might expect gender to be an especially sali-
ent variable. Ethnographic research is eminently suited to inves-
tigate questions of economic mobility because it connects
context for initiating business-to-business organization and out-
comes. Paired with a longitudinal survey design, such research
would provide us with a powerful understanding of the trajec-
tories from business inception to wealth formation and the bar-
riers to those processes for both men and women of different
ages, labor market experiences, and ethnic groups.

Existing survey research on sales and income common in
farmers’ markets should be extended to public markets in gen-
eral, whether publicly or privately organized. Additionally,
existing data collections should be reanalyzed and disaggre-
gated if possible for data from markets. Survey research on
income is plagued by questions of reliability, and further ethno-
graphic research is needed as a check on the reliability and
validity of survey measures. Economic measures, like NAICS
codes, are insufficient fine grained and should be disaggregated
into component categories and analyzed for their insights. Cur-
rently, we know NAICS code 454390 is classified as direct sell-
ing non-store retail. In 1997, 117,461 people were employed in
14,867 businesses with sales of more than $14 billion and
almost $2.5 billion in payroll. Five years later, employment
increased to 148,702 in 22,416 enterprises with more than
$22 billion in sales and $3.7 billion in payroll. The tax-
related research questions here include the three-way trade-
off to merchants between paying tax, expanding business, and
“consumption” practices that may include investing in chil-
dren’s education. Applied research on tax policy can discover
modifications that encourage small businesses and enhance the
common good.

Economic analysis should extend to property values. Voicu
and Been (2008) have found a positive impact from community
gardens; such impacts should be estimated for markets. Multi-
plier effects should also be estimated. Econsult (2007) has esti-
mated multipliers based on the number and type of businesses
found at markets, but more work is needed. More research on
supply chains of merchants and innovation in retail practices
is needed. Relevant policy is only possible through the action-
able knowledge from quantitative and qualitative sources. With
multi-method research we can better realize the economic pol-
icy potential of markets.

The Department of Commerce should join the USDA in
investigating small business creation at markets. These aggre-
gate data would be central to tracing the contours and impor-
tance of the sector. Further ethnographic and survey research
would help local-level practitioners understand how best to
enable markets. Additional research on merchandise might
involve marketing professionals and would help planners con-
nect business formation in markets to economic and

community development. Applied research can use existing and
develop new market evaluation tools,'” business management
programs, and professional development training programs for
merchants and market managers or other professionals. Such
applied research can investigate the effectiveness of farmers’
market advertising and promotion. This research must be pro-
duced in user-friendly formats. Furthermore, in terms of farm-
ers’ markets, research on season-extending technologies
enables growers to enjoy a longer sales season.

To advance both applied and basic research agendas, we
have a number of research/data collection needs. First of all,
we need a census of markets. We need to understand some
basic features that allow us to distinguish between market-
places by governance, geography, location in the rural or urban
fabric, clientele, origin of food, seasonality, supply, and so on.
The Department of Commerce should join the USDA in enu-
merating markets of all types around the country. The country
last counted every public market in 1919, and although we
began tallying farmers’ markets in 1996, we need a full-scale
enumeration of markets (Brown 2001, 2002 discusses farmers’
markets). The proximate goal is to identify how markets are
created, organized, and managed, how households relate to
markets and markets to management structures, and to identify
the scope of market benefits accruing to other community sta-
keholders. Other research topics would include the temporal
flow and changing structure of relationships and detailed exam-
ination of public encounters. This research would be important
for discovering variation in the degree and kind of such rela-
tionships required for a smoothly functioning market.

Finally, there is considerable research ahead for humanities
scholars and social scientists interested in artistic production
(e.g., Gadwa and Markusen 2010). Markets generate artistic
activity, in some cases giving rise to new genres of music (the
Maxwell Street Blues, Herzhaft, 1992) or being substantial out-
lets for novelists, photographers, painters, and other artists.'®
We need research that describes the artistic productivity of all
types developed in markets or from experience with markets.
Thus, collaboration between humanistic and other scholars is
not only warranted, but of great use for understanding the social
organization of the arts, their social and economic impact, and
how marketplaces are woven into the fabric of artistic
endeavors.

Comprehensive and comparative basic and applied research
on marketplaces and health using qualitative and quantitative
methods clarifies and enlarges relationships between markets
and access to healthy food, nutrition, and other elements of
individual and public health. The relationship between market
design and walkable neighborhoods should be explored and
design principles to achieve various objectives should be devel-
oped, practiced, and amended according to experience. Further
research on the role of markets in systems of food production
and distribution (Morales and Mukherji 2010) and the associ-
ated consequences for greenhouse gas mitigation (Bentley and
Barker 2005) demand participation from planners and scholars
of different disciplines. Only a multidisciplinary and binocular
approach will reveal the breadth and depth of interconnections

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Morales

and the policy impacts marketplaces can have. Ongoing
research should join ongoing experimentation with planning
for markets, our next, and final, subject.

Planning and Creating Markets:
Stakeholders and Goals'?

Implementing marketplaces is a subject for both research and
practice. Atkinson and Williams proposed markets serve to
connect rural and urban interests (see Atkinson and Williams
1994), and Shakow (1981), argued markets would improve
urban service delivery. This foresight is in full swing today.
Markets epitomize public participation in planning and public
service provision and collaboration among planners, allied pro-
fessionals, and the public is vitally important in planning,
implementing, practicing, and evaluating marketplaces. Main-
taining a tight relationship responds to Dewey’s warning about
experts becoming detached from the public’s concerns, “In the
degree in which they become a specialized class; they are shut
off from knowledge of the needs they are supposed to serve”
(Dewey 1927, 206). Instead of a public concern, planners
should engage the public in mutually instructive dialogue to
capacitate, discover, and use a range of policy and management
tools. Thus, planners deploying markets as policy tools will do
well to recall both the many ways people use markets and the
expertise people bring to the activities in which they engage.

Since most new markets have no historical connection to
previous entities, planners can move boldly to integrate a vari-
ety of purposes. This review finds that no matter the original or
ongoing activities found or purposes served, markets perforce
bridge diverse purposes and, thus, can integrate distinct policy
arenas. It is this multifunctionality that makes markets attrac-
tive policy tools. Thus, an integrated planning approach for
markets, sharing many commonalities with general planning
activities, will include identifying stakeholders and their goals
and expectations, comprehending the local politics, and exam-
ining different designs of place, relationships, and organiza-
tions in order to identify the outcomes made possible when
establishing a market. Varied planning modalities will be of
use; advocacy, transportation, housing, health, food systems,
design, and communicative modalities come to mind.*® Contin-
gent on the scale of the project or jurisdiction, these modalities
might be represented in a multidisciplinary planning team or an
individual planner might move between the skills implied in
these modalities.

Initiating the planning process begins with gauging commu-
nity interest, organizational capacity, and goals and purposes
for the market, assessing market infrastructure is key
(Tracey-White 1999). From this will emerge an understanding
of ownership/sponsorship options and the degree of involve-
ment desired from the distinct stakeholders. Roles in public
markets may include a board of advisors, a “friends of the
market”-type of supportive organization, and a market master
or a body performing the administrative functions of market mas-
ter (Andreatta and Wickliffe 2002). These functions may include
overseeing or providing for timely setup and accommodating

temporary vendors, fees collection, and cleanup. How a market
is governed, who will vend, and what they will sell and when
will vary. Partnerships can connect the market to other local
activities, like regional land uses or to other local business,
civic, government, or nonprofit organizations.

Simultaneous with discerning interest should be an evalua-
tion of the regulatory regime. The regulatory regime includes
examining relevant codes and ordinances as well as gauging
how strictly they are likely to be enforced. This is not an argu-
ment or means for avoiding regulations; rather, in the words of
the great legal scholar Willard Hurst, the “legal order should
protect and promote the release of individual creative
energy ..." (1956, 6). Accordingly, understanding the existing
codes is required for discovering whether they are appropriate or
should be amended. Examples of codes and how they are used in
different jurisdictions are found in Morales and Kettles (2009a)
and in the sample code promulgated by the National Policy &
Legal Analysis Network.>!

In the course of growing a market, participants will also
develop a feel for it, and from these impressions will emerge
concepts including names for the market, the types and mix
of activities it could host, and its place in the larger neighbor-
hood context. Yet because the different participants will have a
variety of uses and purposes for the market, no one concept will
accommodate all.>> One way to disseminate design ideas
would be to produce a pattern book for markets like those long
useful to architects and designers. Though in some respects,
every market is a unique occurrence and should be celebrated
as such, a pattern book shows the various ways to assemble dis-
tinct design elements. In the way architectural pattern books
help organize and orient different stakeholder expectations, a
market pattern book could describe examples of physical and
organizational design, as well as potential connections markets
can realize in their particular context.

This question of context concerns the interface between
market and bordering neighborhoods or uses. The interface
may be important and created by both time and physical dimen-
sions like streets, or it may be insignificant in the case of daily
markets nested in a neighborhood or in part of the rhythm of a
public place. Accessibility to the market by bridging such inter-
faces in all the contextually appropriate ways is essential. In
almost every case, there will be a combination of “bridges”
including mass transportation, pedestrian walkways, bicycle
routes, or automobile parking. A vibrant social context flows
from a variety of participants with their distinct interests as well
as a clear integration of market and related activities into the
area’s rhythms. As a result, most markets require no “brand”
identification because they will develop an identity, one
flexible for and adaptable to the users and goals.

Raising the profile of markets requires some attention to
incorporating local organizations into the design process. Local
business can refer to the research that shows how markets
attract new consumers. Nonprofit organizations could become
decisive stakeholders since participating in markets might
extend their service reach in incubating business, contacting
their clients, or supporting the community. As a general matter,
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developing alliances between organizations could address mar-
ket governance, but should also include other community con-
nections, while remaining open to new purposes that new
players bring to the marketplace.

When planning for marketplaces consider buyers and sellers
in the concrete, rather than in the abstract, as we might be prone
to do. In particular, we need to see buyers and sellers as
nuanced actors anchored to places, their households, and other
people, consumers or not, and accept that market actors are not
always the “rational” decision makers economic analysis
might suggest. Remember that markets can be constituted by
multiple stakeholders, created and governed by merchants,
government, and profit-seeking and nonprofit organizations.
Through demographic and organizational analysis, planners
should comprehend the existing structure of these various rela-
tionships and projected changes therein, as well as the various
perspectives and intentions actors have when they constitute or
participate in markets. Bear also in mind that markets can
accommodate changing circumstances and public goals. Mar-
kets are dynamic responses to altered circumstances, and it is
the dynamism by which they energize individuals and commu-
nities that makes them attractive policy tools.

Conclusions: Markets—Tying Together
Economy, State, and Society

Marketplaces represent the community, epitomize the commu-
nity, and are symbols in the community. Markets release the
creative, recreational, civic, and economic energies between
the community and the individuals who compose it. The
“magic” of the marketplace is in how people respond to their
perception of the place/activity and how that response renews
both person and place. Markets connect the natural world to the
urban environment, and the two-way connection raises hopes in
both that communities will develop economically, that farm-
land and food systems will be protected, that individual health
will be improved, and that the natural and local will supplement
the engineered and global urban environment. The market pro-
vides a halo effect in a community, and a vibrant market is
autocatalytic, producing positive feedback loops in civic, eco-
nomic, and social life. Although the market represents the com-
munity, its connections, and its aspirations, it takes
relationships between outsiders and insiders to catalyze these
aspects of community and to make operational symbolic hopes
individuals have for themselves and their community. The mar-
ket becomes a hinge connecting multiple perspectives to con-
crete practices in the services of many types of purposes.

In my view, the marketplace represents one route to commu-
nity redevelopment in the broadest sense. In a prior generation,
marketplaces might have exemplified a “wicked problem”
(Rittel and Webber 1973), in that their complexity makes them
difficult to comprehend from any one single perspective. How-
ever, in our time, I believe marketplaces present a “wicked
opportunity” for practicing planners interested in creating mul-
tiuse districts that support multiple purposes. For practitioners,
markets are full of extra-economic possibilities. For academics,

marketplaces are a source of important intellectual and policy-
related research questions. Predicting a// the uses and outcomes
associated with markets is not possible, but it is the case that
this unpredictability represents the creativity and energies peo-
ple devote to achieving their various purposes. Planners should
avail themselves of the marketplace as a tool to advance our
research and to achieve our objectives.
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Notes

1. According to the 1918 census of public markets, the U.S. popula-
tion was about 105 million, and in 128 cities with populations
above 30,000, there were 237 municipal markets. These markets
had 17,578 open-air stands and 7,512 stands enclosed by market
structures with the total value of market property in 1918 esti-
mated at $28,000,000 (Sherman 1937).

2. Notably, various sections in the 1937 Encyclopedia of the Social
Sciences refer to markets, their history in Europe, and their roles
around the United States.

3. This article focuses on physical marketplaces that planners would
be interested in. I grant that there are many nonphysical markets
(e.g., Craigslist), which are quite local but exist only online.

4. Planners consider markets a candidate for temporary uses (Gerend
2007).

5. This review will not discuss drug markets like those identified by
Coomber and Maher (2006). Design-oriented planners can use
examples from the Center for Problem Oriented Policing, http://
www.popcenter.org/ to reduce the number of such places and
mitigating their ill effects on surrounding uses.

6. Besides the work cited in this section, interested readers can dis-
cover model ordinances for markets developed by Public Health
Law and Policy at http://www.farmlandinfo.org/documents/
37866/farmersmarketpolicies1.pdf.

7. See the instructions at http://www.ams.usda.gov/AMSv1.0/
getfile?dDocName=STELPRDC5079490.

8. This industry of other direct selling establishments is comprised
of establishments primarily engaged in retailing merchandise
(except food for immediate consumption and fuel) via direct sale
to the customer by means such as in-house sales (i.e., party plan
merchandising), truck or wagon sales, and portable stalls (i.e.,
street vendors). In 1997, 117,461 were employed in this category;
in 2007, 140,330 were employed in this category.

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Morales

13

9. Markets and street vendors are frequently found the Top Ten
Places lists described in Planning Magazine, see also Fried 2008.

10. The clash between tax regulators and the taxed is discussed in
Braithwaite (2009), Morales (1998), and Braithwaite and Wenzel
(2008). The more generic problem is discussed in Wright’s inter-
esting book Does the Law Morally Bind the Poor? (1996).

11. Cities built terminal markets to expedite the delivery and
distribution of food to cities and in some cases viewed the elim-
ination of peddler markets as a progressive step toward providing
healthier (and regulated) food for residents (Tangires 2003); other
cities saw otherwise (Bluestone 1991).

12. See Raja, Born, and Russell (2009) for a general report on food
system planning.

13. The Food Trust is at the forefront of this effort; see the research
and outreach at http://www.thefoodtrust.org/.

14. An excellent example is Kaiser Permanente’s system of farmers’
markets at health clinics. See http://www.pps.org/markets/info/
market_profiles/food_insecurity/kaiser, last accessed November
16, 2009.

15. See  http://www.pps.org/info/newsletter/october2005/markets_
health, last accessed November 16, 2009.

16. Despite the appearance of disorganization or spontaneity, a num-
ber of authors—Commons (1934), Polanyi (1944), Granovetter
(1985), and more recently Hinrichs (2000)—recognize the social
and political scaffolding underlying economic markets and
marketplaces.

17. The SEED tool (The Sticky Economic Evaluation Device) is one
useful approach to evaluation deployed by markets around the coun-
try, see http://www.marketumbrella.org/index.php?page=seed, last
accessed May 17, 2010.

18. The novels of Willard Motley, the essay by McPhee (1979), and
the children’s book by Merrill (1964/1995) are notable examples.

19. The Project for Public Spaces is a leading organization in the cre-
ation and evaluation of markets. See its work at www.pps.org.

20. Marketplaces are being established near public housing projects
and mass transportation stops (Chan 2006). See also Massachu-
setts Department of Transportation at http://www.mass.gov/agr/
markets/farmersmarkets/docs/dot-2010.pdf, last accessed May
17, 2010.

21. See the code at http://www.nplanonline.org/nplan/products/
establishing-land-use-protections-farmers-markets.

22. Forinstance, a “Redesign Your Farmers’ Market” competition was
held by Good magazine. The contest stimulated many concepts (see
http://www.good.is/post/redesign-your-farmers-market-winners/).

References

Alkon, Alison. 2007. Growing resistance: Food, culture and the West
Oakland farmers’ market. Gastronomica: The Journal of Food and
Culture 7:93-9.

Alkon, Alison Hope and McCullen, Christie Grace. 2011. “Whiteness
and Farmers Market: Performance and perpetuations . . . contesta-
tions?” Antipode, A Radical Journal of Geography. Published
online November 30, 2010.

Andreatta, S., and W. Wickliffe. 2002. Managing farmer and con-
sumer expectations: A study of a North Carolina farmers market.
Human Organization 61:167-76.

Arnstein, Sherry R. 1969. A ladder of citizen participation. Journal of
the American Institute of Planners 35:216-24.

Ashman, Linda, Jaime De La Vega, Marc Dohan, Andy Fisher, Rosa
Hippler, and Billi Romain. 1993. Seeds of change strategies for
food security for the inner city, 1-379. Los Angeles, CA: Univer-
sity of California Los Angeles.

Atkinson, Maureen, and John Williams. 1994. Farmers markets:
Breathing new life into old institutions. Public Management Mag-
azine 76:16-20.

Austin, Regina. 1994. An honest living. The Yale Law Journal
103:2119-32.

Baber, Laura M., and Edward A. Frongillo. 2003. Family and seller
interactions in farmers’ markets in upstate New York. American
Journal of Alternative Agriculture 18:87-94.

Baics, Gergely. 2009. Feeding Gotham: A social history of urban pro-
visioning, 1780-1860.Evanston, IL: Northwestern University.

Bajada, Christopher, and Friedrich Schneider. 2005. Size, causes and
consequences of the underground economy: An international per-
spective. London: Ashgate.

Balkin, Steven. 1989. Self-employment for low-income people. New
York: Praeger.

Balkin, Steven, and Brian Mier. 2001. Maxwell Street: Chicago Illi-
nois. In Celebrating the third place: Inspiring stories about the
“great good places” at the heart of our communities, ed. Ray Old-
enburg, 193-208. New York: Marlowe & Co.

Bannerjee, Tribid. 2001. The future of public space: Beyond invented
streets and reinvented places. Journal of the American Planning
Association 67:9-24.

Belk, Russell W., John F. Sherry, and Melanie Wallendorf. 1988. A
naturalistic inquiry into buyer and seller behavior at a swap meet.
The Journal of Consumer Research 14:449-70.

Belk, Russell W., Melanie Wallendorf, and John F. Sherry. 1989. The
sacred and the profane in consumer behavior: Theodicy on the
odyssey. The Journal of Consumer Research 16:1-38.

Bentley, Stephen, and Ravenna Barker. 2005. Fighting global warm-
ing at the farmer’s market: The role of farmers markets in reducing
green house gas emissions. A FoodShare Research in Action
Report, 14. Toronto, Ontario.

Berk and Associates. 2004. 4 business, economic and public policy
assessment of the PDA’s properties. Seattle, WA: Pike Place Mar-
ket Preservation and Development Authority.

Bluestone, Daniel M. 1991. ‘The pushcart evil’: Peddlers, merchants,
and New York City’s streets, 1890-1940. Journal of Urban History
18:68-92.

Braithwaite, Valerie, and Michael Wenzel. 2008. Integrating explana-
tions of tax evasion and avoidance. In The Cambridge handbook of
psychology and economic behaviour, ed. A. Lewis, 304-31. Cam-
bridge: Cambridge University Press.

Braudel, Ferdinand. 1979. The wheels of commerce: Civilization and
capitalism, 15th-18th century, vol. 2. New York, NY: Harper &
Row.

Brookstein, Mark D. 2001. When history is history: Maxwell street,
“integrity,” and the failure of historic preservation law.
Chicago-Kent Law Review 76:1847-85.

Brown, A. 2001. Counting farmers markets. Geographical Review
91:655-74.

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Journal of Planning Literature 26(1)

.2002. Farmers’ market research 1940-2000: An inventory and
review. American Journal of Alternative Agriculture 17:167-76.

Brown, Cheryl, and Stacy Miller. 2008. The impact of local
markets: A review of research on farmers markets and community
supported agriculture. American Journal of Agricultural Economics
90:1296-302.

Bubinas, Kathleen. 2009. Feeding the downtown: A study of the eco-
nomic effects of farmers’ markets on local economies in Wisconsin.
Waukesha, WI: University of Wisconsin-Waukesha.

Burros, Marian. 2008. Supermarket chains narrow their sights. New
York Times.

Chan, Sewell. 2006. New farmers’ markets to open in low-income
neighborhoods. New York Times.

Chase, John, Margaret Crawford, and John Kaliski. 1999. Everyday
urbanism. New York: Monacelli Press.

Chicago Municipal Markets Commission. 1914. Preliminary report to
the Mayor and Alderman of the City of Chicago. Chicago: Munic-
ipal Markets Commission.

Commons, John R. 1934. Institutional economics: Its place in political
economy. 2 vols. New Brunswick, NJ: Transaction Publishers.
Coomber, R., and L. Maher. 2006. Street level drug market activity at
two of Australia’s primary dealing areas: Consideration of organi-
zation, cutting practices and violence. Journal of Drug Issues

36:719-53.

Cross, John C., and Alfonso Morales. 2007. Street entrepreneurs:
People, place and politics in local and global perspective. New
York: Routledge.

Deutsch, Gotthard. 1904. Hawkers and peddlers. In The Jewish
encyclopedia, ed. Isidore Singer, 267-69. New York: Funk and
Wagnalls.

Dewey, John. 1927. The public and its problems. New York: Holt.

Diamond, Adam, James Barham, and Debra Tropp. 2009. Emerging
market opportunities for small-scale producers. In Proceedings of
a Special Session at the 2008 USDA Partners Meeting, 24 pp.
Washington, DC.

Donofrio, Gregory Alexander. 2007. Feeding the city. Gastronomica:
The Journal of Food and Culture 7:31-41.

Duneier, Mitchell. 1999. Sidewalk. New York, NY: Farrar, Straus and
Giroux.

Eastwood, Carolyn. 1991. Chicago’s Jewish street peddlers. Chicago,
IL: Chicago Jewish Historical Society.

Eckstein, Lorraine, and Stuart Plattner. 1978. Ethnicity and occupa-
tions in Soulard farmers market, St. Louis, Missouri. Urban
Anthropology 7:361-71.

Econsult. 2007. Estimating the economic impacts of public markets.
Philadelphia, PA: Econsult.

Eisenhauer, Elizabeth. 2001. In poor health: Supermarket redlining
and urban nutrition. GeoJournal 53:125-33.

Ellin, Nan. 2006. Integral urbanism. New York, NY: Routledge.

Eshel, Shuli, and Roger Schatz. 2004. Jewish Maxwell Street stories.
Charleston, SC: Arcadia.

Estrada-Loy, Emir, and Pierrette Hondagnue-Sotelo. ““Intersectional
dignities: Latina immigrant adolescent street vendors in Los
Angeles,” Journal of Contemporary Ethnography 40 (forthcoming).

Fainstein, Susan S. 2005. Cities and diversity: Should we want it? Can
we plan for it? Urban Affairs Review 41:1-19.

Feenstra, Gail W., Christopher C. Lewis, Clare C. Hinrichs, Gilbert W.
Gillespie, and Duncan Hilchey. 2003. Entrepreneurial outcomes
and enterprise size in US retail farmers’ markets. American Jour-
nal of Alternative Agriculture 18:46-55.

Fisher, Andy. 1999. Hot peppers and parking lot peaches: Evaluating
farmers’ markets in low income communities. Venice, CA: Com-
munity Food Security Coalition.

Flournoy, Rebecca, and Sarah Treuhaft. 2005. Healthy food, healthy
communities: Improving access and opportunities through food
retailing. 50 pp. Oakland: PolicyLink.

Fried, Benjamin. 2005. For the health of it: Farmers markets boost the
prospects of low-income communities with fresh, wholesome
food. Project for Public Spaces. https://www.pps.org/articles/
for-the-health-of-it/ (accessed December 14, 2010).

. 2008. A new kind of market economics. Project for Public

Spaces. https://www.pps.org/articles/marketseconomicdevelopment/
(accessed December 14, 2010).

Friedlander, Harriet. 1976. If you want to be a customer at a
farmers’ market-start one. Organic Gardening and Farming
23:108-09.

Fulford, Will. 2005. “Heads up ” versus “heads down” retail: The miss-
ing link between good public spaces and good markets? Masters of
Arts diss., Westminster University, United Kingdom.

Gadwa, Anne, and Ann Markusen. 2010. Arts and culture in urban or
regional planning: A review and research agenda. Journal of
Planning Education and Research 29:257-61.

Gerend, Jenifer. 2007. Temps welcome. Planning 73:24-7.

Goetz, Katherine, and Joelle Wolstein. 2007. Street vendors in Los
Angeles: promoting healthy eating in L.A. communities. 81 pp. Los
Angles, CA: UCLA.

Goodwin, Arthur E. 1929. Markets: Public and private: Their estab-
lishment and administration. Seattle: Montgomery Printing Co.
Govindasamy, R., J. Italia, M. Zurbriggen, and F. Hossain. 2003. Pro-
ducer satisfaction with returns from farmers’ market related activity.

American Journal of Alternative Agriculture 18:80-86.

Granovetter, Mark. 1985. Economic action and social structure: The
problem of embeddedness. American Journal of Sociology
91:481-510.

Guptil, Amy, and Jennifer Wilkins. 2002. Buying into the food sys-
tem: Trends in food retailing in the U.S. and implications for local
foods. Agriculture and Human Values 19:39-51.

Hamilton, Lisa M. 2002. The American farmers market. Gastrono-
mica: The Journal of Food and Culture 2:73-77.

Hardesty, Shermain D. 2008. The growing role of local food markets.
American Journal of Agricultural Economics 90:1289-95.

Harvie, Jamie. 2007. Farmers’ markets and CSA’s on hospital
grounds. In Going green: A resource kit for pollution prevention
in health care, 4. Arlington, VA: Health Care Without Harm.

Hedden, Walter P. 1929. How great cities are fed. New York: Heath
and Company.

Hinrichs, Clare C. 2000. Embeddedness and local food systems: Notes
on two types of direct agricultural market. Journal of Rural Studies
16:295-303.

Hinrichs, Clare C., Gilbert W. Gillespie, and Gail W. Feenstra. 2004.
Social learning and innovation at retail farmers’ markets. Rural
Sociology 69:31-58.

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Morales

I5

Hurst, Willard J. 1956. Law and the conditions of freedom in the
nineteenth-century United States. Madison: University of Wisconsin
Press.

International City/County Management Association (ICMA). 2006.
Community health and food access: The local government role.
Washington, DC: ICMA.

Jacobs, Jane. 1961. The death and life of great American cities. New
York, NY: Random House.

Jacobson, Arthur J. 1994. The other path of the law. The Yale Law
Journal 103:2213-38.

Kettles, Gregg W. 2007. Legal responses to sidewalk vending: The
case of Los Angeles, California. In Street entrepreneurs: People,
place and politics in local and global perspective, ed. John C.
Cross and Alfonso Morales. New York, NY: Routledge.

Lee, Virginia, Leslie Mikkelsen, Janani Srikantharajah, and Larry
Cohen. 2008. Promising strategies for creating healthy eating and
active living environments. Oakland, CA: Prevention Institute.

Loukaitou-Sideris, Anastasia, and Renia Ehrenfeucht. 2009. Side-
walks: Conflict and negotiation over public space. Cambridge,
MA: The MIT Press.

Maisel, Robert. 1974. The flea market as an action scene. The Journal
of Contemporary Ethnography 2:8.

Mayo, James M. 1993. The American grocery store: The business evo-
lution of an architectural space. Westport, CT: Greenwood Press.

McCrohan, Kevin, James D. Smith, and Terry K. Adams. 1991. Con-
sumer purchases in informal markets: Estimates for the 1980s,
prospects for the 1990s. Journal of Retailing 67:49.

McGrath, Mary Ann, John. F. Sherry, and Deborah D. Heisley. 1993. An
ethnographic study of an urban periodic marketplace—Lessons from
the Midville Farmers Market. Journal of Retailing 69:280-319.

McPhee, John. 1979. Giving good weight. New York: Farrar Straus
Giroux.

Merrill, Jean. 1964/1995. The Pushcart War. New Y ork: Harper Collins.

Miller, Max H. 1988. Patterns of exchange in the rural sector: Flea
markets along the highway. Journal of American Culture 2:55-9.

Moon, J. Robin. 2006. Public markets and community health: An
examination. 69 pp. New York: Project for Public Spaces.

Morales, Alfonso. 1993. Making money at the market: The social and
economic logic of informal markets. Evanston, IL: Northwestern
University Department of Sociology.

. 1997. Uncertainty and the organization of street vending busi-
ness. The International Journal of Sociology and Social Policy
17:191-212.

. 1998. Income tax compliance and alternative views of ethics
and human nature. Journal of Accounting, Ethics and Public Policy
1:380-400.

. 2000. Peddling policy: Street vending in historical and con-

temporary context. International Journal of Sociology and Social
Policy 20:14.
. 2006. Chicago’s Maxwell street market: Promise and pros-

pects. Evanston, IL: Maxwell Street Foundation.

.2009a. A woman’s place is on the street: Purposes and prob-
lems of Mexican American women entrepreneurs. In An American
story: Mexican American entrepreneurship and wealth creation, ed.
John S. Butler, Alfonso Morales, and David L. Torres, 99-125. West
Lafayette: Purdue University Press.

. 2009b. Public markets as community development tools.
Journal of Planning Education and Research 28:426-40.
. 2010. Growing food and justice: Dismantling racism through

sustainable food system organizations. In The food justice reader:
Cultivating a just sustainability, ed. Allison Alkon and Julian
Agyeman. Cambridge: MIT University Press.

Morales, Alfonso, Steve Balkin, and Joe Persky. 1995. The value of
benefits of a public street market: The case of Maxwell Street.”
Economic Development Quarterly 9:304-20.

Morales, Alfonso, and Gregg Kettles. 2009a. Zoning for public mar-
kets. Zoning Practice 26:1-8.

. 2009b. Healthy food outside: Herein of farmer’s markets,
taco trucks, and sidewalk fruit vendors. Journal of Contemporary
Health Law and Policy 26:20-48.

Morales, Alfonso, and Nina Mukherji. 2010. Zoning for urban agricul-
ture. Zoning Practice 27:1-8.

Mumford, Lewis. 1961. The city in history. New York: Harcourt,
Brace, and World.

Nemeth, J., and S. Schmidt. 2007. Security, liberty and the accessibil-
ity of public space: An empirical study. Journal of the American
Planning Association 73:283-97.

Oldenburg, Ray. 1989. The great good place: Cafes, coffee shops,

community centers, beauty parlors, general stores, bars, hang-
outs, and how they get you through the day. New York, NY:
Paragon House.

Otto, Daniel, and Theresa Varner. 2005. Consumers, vendors, and the
economic importance of lowa farmers’ markets: An economic
impact survey analysis, 30 pp. Ames, IA: lowa State University.

Payne, Tim. 2002. U.S. farmer’s markets—2000: A study of emerging
trends. Journal of Food Distribution Research 33:173-75.

Pirenne, Henri. 1925. Medieval cities, their origins and the revival of
trade. Princeton: Princeton University Press.

Plattner, Stuart. 1984. Economic decision-making of marketplace
merchants—An  ethnographic model.
43:252-64.

. 1989. Markets and marketplaces. In Economic anthropology,
ed. Stuart Plattner, 171-208. Palo Alto: Stanford University Press.

Polanyi, Karl. 1944. The great transformation. New York: Farrar &
Rinehart.

PolicyLink. 2008. Grocery store attraction strategies: A resource

Human  Organization

guide for community activists and local governments, 54 pp. Oak-
land: PolicyLink.

Pozo, Susan. 1996. Exploring the underground economy: Studies of
illegal and unreported activity. Kalamazoo: W.E. Upjohn Institute
for Employment Research.

Project for Public Spaces. and Partners for Livable Communities.
2003. Public markets as a vehicle for social integration and
upward mobility. New York: Project for Public Spaces, Inc.
http://www.pps.org/pdf/Ford_Report.pdf (accessed December
14, 2010).

Project for Public Spaces. 2003. Public markets & community-based
food systems making them work in lower-income neighborhoods.
New York: Project for Public Spaces, Inc. http://www.pps.org/pdf/
Kellog_Report_2002-3.pdf (accessed December 14, 2010).

Prus, Robert. 1984. Purchasing products for resale: Assessing
suppliers as ‘partners-in-trade.” Symbolic Interaction 7:249-78.

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Journal of Planning Literature 26(1)

. 1986. It’s on ‘sale!”: An examination of vendor perspectives,
activities, and dilemmas. Canadian Review of Sociology and
Anthropology 23:72-96.

Pyle, Jane. 1971. Farmers’ markets in the United States: Functional
anachronisms. Geographical Review 61:167-97.

Ragland, Edward, and Debra Tropp. 2009. National farmers market
manager survey 2006, 100 pp. Washington, DC: United States
Department of Agriculture.

Raijman, Rebeca. 2001. Mexican immigrants and informal self-
employment in Chicago. Human Organization 60:47-56.

Raja, Samina, Branden Born, and Jessica Kozlowski Russell. 2008. 4
planners guide to community and regional food planning. Chicago:
American Planning Association.

Reiss, Albert J., ed. 1964. Louis Wirth on cities and social life;
Selected papers. Chicago: University of Chicago Press.

Rittel, Horst, and Melvin Webber. 1973. Dilemmas in a general theory
of planning. Policy Sciences 4:155-69.

Robert Wood Johnson Foundation. 2008. 4 report on state action to
promote nutrition, increase physical activity and prevent obesity.
Princeton: Robert Wood Johnson Foundation.

Rosenkrantz, Michael. 2009. Local case studies: Los Angeles,
California, 48 pp. New Orleans: Market Umbrella.

Sampson, Robert J. 2001. Crime and public safety: Insights from com-
munity level perspectives on social capital. In Social capital and
poor communities, ed. S. Seagert, J. P. Thompson, and M. R. War-
ren. New York, NY: Russell Sage Foundation.

Savas, Eugene S. 1987. Privatization: The key to better government.
Chatham, NJ: Chatham House Publishers.

Schaller, S., and G. Modan. 2005. Contesting public space and citizen-
ship: Implications for neighborhood business improvement dis-
tricts. Journal of Planning Education and Research 24:394-407.

Sclar, Elliot. 2000. You don’t always get what you pay for: The eco-
nomics of privatization. Ithaca: Cornell University Press.

Shakow, Don. 1981. The municipal farmer’s market as an urban ser-
vice. Economic Geography 57:68-77.

Sherman, Caroline B. 1937. Markets, municipal. In The encyclopedia
of social science, ed. Edward R. Seligman, 139-44. New York:
Macmillan Publishing Company.

Sherman, Elaine, Kevin McCrohan, and James D. Smith. 1985. Infor-
mal retailing: An analysis of products, attitudes, and expectations.
Advances in Consumer Research 12:204-8.

Sherry, John F., Jr. 1987. Heresy and the useful miracle: Rethinking
anthropology’s contributions to marketing. Research in Marketing
9:285-306.

——— 1988. Market pitching and the ethnography of speaking.
Advances in Consumer Research 15:543-47.

. 1990a. A sociocultural analysis of a Midwestern American
flea market. The Journal of Consumer Research 17:13-30.
. 1990b. Dealers and dealing in a periodic market: Informal

retailing in ethnographic perspective. Journal of Retailing
66:174-200.

Simmel, Georg, ed. 1950. The stranger. In The sociology of Georg
Simmel, ed. Kurt Wolff. New York, NY: Free Press.

Sloane, David C. 2004. Bad meat and brown bananas: Building a
legacy of health by confronting health disparities around food.
Ithaca, NY: Planners Network.

Smith, James D. 1987. Measuring the informal economy. In The
informal economy, ed. Louis A. Ferman, Stuart Henry, and Michele
Hoyman, 47-63. Philadelphia: The Annals of the American Acad-
emy of Political and Social Science.

Sommer, Robert, John Herrick, and Ted R. Sommer. 1981. The beha-
vioral ecology of supermarkets and farmers’ markets. Journal of
Environmental Psychology 1:13-19.

Spitzer, Theodore Morrow, and Hilary Baum. 1995. Public markets
and community revitalization, 121 pp. Washington, DC: The
Urban Land Institute and Project for Public Spaces.

Spufford, Peter. 2002. Power and profit: The merchant in Medieval
Europe. London: Thames & Hudson.

Stephenson, Garry, Larry Lev, and Linda Brewer. 2008. ‘I’m getting
desperate’: What we know about farmers’ markets that fail.
Renewable Agriculture and Food Systems 23:188-99.

Sullivan, J. W. 1913. Markets for the people: The consumer’s part.
New York: The Macmillan Company.

Sweet, Morris L. 1961. History of municipal markets has lessons for
commercial renewal. Journal of Housing 18:237-47.

Tangires, Helen. 2003. Public markets and civic culture in nineteenth-
century America. Baltimore, MD: Johns Hopkins University Press.

Thilmany, Dawn, Craig A. Bond, and Jennifer K. Bond. 2008. Going
local: Exploring consumer behavior and motivations for direct
food. American Journal of Agricultural Economics 90:1303-9.

Tiemann, Thomas K. 2004. American farmers’ markets: Two types of
informality. International Journal of Sociology and Social Policy
24:44-57.

. 2008. Grower-only farmers’ markets: Public spaces and third
places. Journal of Popular Culture 41:467-87.

Tracey-White, John. 1999. Market infrastructure planning: A guide
for decision-makers. In FAO Agriculture Services Bulletin, 91
pp- New York: Food and Agriculture Organization of the United

Nations.

Treuhaft, Sarah, and Allison Karpyn. 2010. The grocery gap who has
access to healthy food and why it matters, pp. 5-32. Oakland, CA:
PolicyLink.

Tropp, Debra. 2008. The growing role of local food markets: Discus-
sion. American Journal of Agricultural Economics 90:1310-11.
Tropp, Debra, and Jim Barham. 2008. USDA National Farmers Mar-

ket Summit. USDA Agricultural Marketing Service, 82.

United States Department of Agriculture (USDA). 2008. Supply chain
basics: The dynamics of change in the U.S. food marketing envi-
ronment. 82. Washington, DC: USDA.

Voicu, loan, and Vicki Been. 2008. The effect of community gar-
dens on neighboring property values. Real Estate Economics
36:241-83.

Watson, Vanessa. 2009. Seeing from the South: Refocusing urban
planning on the globe’s central urban issues. Urban Studies
46:2259-75.

Whyte, William H. 1988. City: Rediscovering the center. Garden City,
NY: Doubleday.

Wojno, Christopher T. 1991. Historic preservation and economic
development. Journal of Planning Literature 5:296-306.

Wright, R. George. 1996. Does the law morally bind the poor: Or what
good’s the constitution when you can’t buy a loaf of bread? New
York: New York University Press.

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/

Morales

Wrigley, Neil, Cliff Guy, and Michelle Lowe. 2002. Urban regeneration,
social inclusion, and large store development: The seacroft develop-
ment in context. Urban Studies 39:2101-14.

Zahm, Diane. 2007. Using crime prevention in environmental design
in problem-solving. Washington, DC: United States Department of
Justice.

Bio

Alfonso Morales is an assistant professor of Urban and Regional
Planning at the University of Wisconsin—-Madison. He is interested
in pragmatism, marketplaces and food systems, and community eco-
nomic development.

Downloaded from jpl.sagepub.com at UNIV OF WISCONSIN on April 22, 2011


http://jpl.sagepub.com/


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 266
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 200
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 266
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 200
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.00000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 900
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.00000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /ClipComplexRegions true
        /ConvertStrokesToOutlines false
        /ConvertTextToOutlines false
        /GradientResolution 300
        /LineArtTextResolution 1200
        /PresetName ([High Resolution])
        /PresetSelector /HighResolution
        /RasterVectorBalance 1
      >>
      /FormElements true
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 9
      /MarksWeight 0.125000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
  /SyntheticBoldness 1.000000
>> setdistillerparams
<<
  /HWResolution [288 288]
  /PageSize [612.000 792.000]
>> setpagedevice


